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Abstract, English 
This audience research seeks to study how a target audience perceive a video campaign, introducing 
an outline of a self-invented smartphone application. The application is called “Rejsekort App”, and 
the idea behind it is to demonstrate how technology can improve mundane routines. Based on our 
own assumptions, we identified an issue regarding lack of social interaction in the Danish public 
transport system. The audience research is carried out on a focus group consisting of informants rep-
resenting the campaign’s target audience. The overall research question seeks to investigate how the 
informants perceive the idea behind the app and the way it is presented in the video. We concluded 
that the informants in general expressed positive attitudes towards the social concept of the app and 
the atmosphere in the video. Additionally, we concluded that the format of the video campaign failed 
in order to be perceived as spreadable among the informants and that the video itself did not present 
the app in a sufficiently understandable way.  
 
 
Resumé, Dansk 
Denne analyse har til formål at undersøge, hvordan en udvalgt målgruppe opfatter en video kam-
pagne, der præsenterer skitserne for en selvopfunden smartphone applikation. Applikationen hedder 
“Rejsekort App”, og den bagvedliggende ide er at demonstrere, hvordan teknologi kan forbedre 
hverdagsrutiner. Med baggrund i egen antagelse, har vi identificeret et problem, der drejer sig om 
mangel på social interaktion i det danske transportsystem. Målgruppeundersøgelsen er udført på en 
fokusgruppe bestående af informanter, der repræsenterer denne kampagnens overordnede målgruppe. 
Det overordnede forskningsspørgsmål forsøger at undersøge, hvordan informanterne opfatter ideen 
bag smartphone applikationen, og den måde som denne er præsenteret på i videoen. Vi konkluderer 
at informanterne generelt var positivt indstillede over for applikationens sociale koncept og 
stemningen i videoen. Derudover konkluderede vi at videoens genre og format fejlede i forbindelse 
med at blive opfattet som en video, som informanterne ville dele på de sociale medier og at videoen 
ikke præsenterede appen på en tilstrækkelig og forståelig måde.   
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1. Introduction 
The aim with this study is to get an insight in how a target audience perceive the idea behind a video 
campaign and the way its idea is presented. The project focus on an advertisement for a self-invented 
Rejsekort App and the video campaign is produced by the authors of this paper.  
The overall idea behind the Rejsekort App is to make the public transport user’s trip more worthwhile 
and entertaining by facilitating opportunities for social connections, in terms of both face-to-face 
interaction and virtual interaction.  In order to do that, we have shaped a theoretical framework that 
includes: 
 Field specific theories that enables us to explain the different responses from our audience. 
 Reception and gratifications theory that allow us to investigate the audience’s sense making 
and perception of the campaign and idea.  
 
In the following introduction, we will present the problem field, the video-campaign as a case, and 
our research question and sub questions on which we build the analysis.  
 
1.1 Problemfield 
 
Contemporary everyday life is heavily permeated and influenced by the internet and new digital me-
dia in general (Deuze, 2006), and an increasing number of digital solutions and innovations are being 
developed in order to improve and ease everyday life routines. The digital culture has turned people 
into active co-creators who make meaning, modify, and create new versions of media and media 
content (Deuze, 2006).  It has as though been largely discussed by critics whether the internet makes 
people more or less isolated and intelligent ([Atlantic, 2008; Carr & Stoll, 1995; Popcorn, 1998] in 
Anderson, 2005; Baym, 2010). Based on these two contradictory statements, as a part of a Commu-
nication Studies workshop “Video as Social Media” at Roskilde University, we have produced a video 
campaign presenting outlines of a concept, in which we seek to present the technological possibilities 
in a way that could benefit people in everyday life situations.  
Based on our own assumptions, we have identified an issue occuring when people are using the public 
transport system in Denmark. Our general experience is that people are behaving anti-socially and do 
not interact and have connections with other travelers. 
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This problem is not a “true communication problem”, because it cannot be solved only by commu-
nication, but in “conjunction with other measures” (Windahl et. al, 2009:41). We perceive the iden-
tified problem as to be solved by communication in addition to other measures in terms of a techno-
logical solution.  
The communication aspect of the issue of this study is relying on the campaign presenting the app, 
which is what this audience research seeks to study by following research question and sub questions:  
 
1.2 Research question:  
How does the target group perceive the idea of the app and the way it is presented in the video? 
 
 Sub question 1: How does the different elements of the video have an impact on the audience’s 
motivation, comprehension and attitude towards the Rejsekort App campaign? 
 Sub question 2: What are the strengths and weaknesses of the Rejsekort App campaign in 
order to reach target audiences and spread successfully on social media? 
 Sub question 3: How does the audience value the idea and potential outcomes of the Rejsekort 
App? 
 Sub question 4: What are the audience’s perceptions of social connections in public transport, 
and how do they relate the video campaign of the Rejsekort App to these connections? 
 
1.3 Target audience 
In order to construct an analysis that gives insight in the research questions, a clarification of the 
target audience is essential. The following section is presenting the target audience and a theoretical 
background of our choices.   
The Rejsekort App campaign aims to target users of the Danish public transport system, that includes 
train, bus and metro (DSB Media, n.d.). The user must be in possession of a smartphone or tablet, 
and must know how to use and download apps, which we assume contains the majority of the younger 
generation, more specifically our target audience is in the age between 18-35 (Windahl et al. 2009). 
 
In order to define our target audience, we use Jan Felland’s (2015) model. We perceive our target 
group as being passively interested, which means that they have a need, but might not have realized 
it yet (Felland, 2015). In order to reach a passively interested target audience, we need to activate 
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their unrealized need (Felland, 2015). We can accomplish that by presenting the audience the poten-
tial outcome of the app, which is embedded and emphasized in the slogan of the campaign called 
#MoreThanJustATicket. As mentioned, the target audience is used to travel with public transport, 
and therefore they need to be motivated by more than a ticket (Windahl et al., 2009).  
This leads to a description of the video campaign, which will be presented in the following section. 
 
1.4 Case description 
We base this audience research on a video campaign that presents the idea behind the smartphone 
application called Rejsekort App. The video presents three functions of the app that enables the user 
to connect to other Rejsekort App users in the surrounding area, as for instance platforms or inside 
the transport. We have posted the video on YouTube and made it interactive, in order to spark a 
feeling of participation while watching it.  
The video is divided into four parts, and it has three characters. At the end of all videos, the hashtag 
#MoreThanJustATicket appears as a slogan that seeks to activate the target audience’s unrealized 
needs. A detailed description of the significant elements in the video are described and illustrated by 
screenshots (Appendix 4).  
 
1.5 What the video campaign aim to achieve  
The campaign aims to target the basic needs of filling in time, being entertained, and establish or 
maintain personal relations (McQuail, 2010). 
The overall goal with this campaign is to encourage the audience to download and use the Rejsekort 
App. That goal can be accomplished by a tool, which is that the video has to be liked and shared on 
social media. 
The underlying goal of the video campaign is in fact a marketing goal, which is to take advantage of 
the internet’s word-of-mouth possibilities. If the video and the message reach the target audience and 
persuade them to download and use the app, it could result in a positive attitude towards the Rejsekort 
as a brand and a subsequent financial gain by increased usage of the Rejsekort (Bruyn & Lilien, 
2005:152) 
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1.6 Outline of theoretical approaches 
In order to outline the framework of our study, we draw on three prevailing themes that we seek to 
analyze and get insight of through various theoretical approaches. In this section, we will shortly 
outline which theories applied to which theme.  
 
In order to investigate how the audience react to and perceive the video campaign of the Rejsekort 
App, we find a reception analysis relevant. In order to structure the reception analysis, we incorporate 
Kim Schrøder’s (2000) five dimensions from his theoretical framework about the multi-dimensional 
model (Schrøder, 2000, 2014). 
 
In order to illuminate the digital development's impact on the social connections, we apply parts of 
Nancy Baym’s (2010) theoretical framework and support it with other references (Dijck, 2013a).    
 
Drawing on spreadability and digital culture perspectives, we can elaborate on the audience spreada-
bility and the dynamics of viral videos and relate that to our findings about the shareable elements of 
the video presenting the Rejsekort App (Burgess, 2008; Burgess & Green, 2009; Jenkins, 2007; Dijck, 
2013b; King & Krzywinska, 2006) 
 
To investigate the audience’s needs and how they experience that they will be satisfied by use of the 
Rejsekort App, we draw on the uses and gratifications approach (Katz et al., 1974, 511; McQuail, 
2010, 424; Rubin, 2002; Windahl et al., 2009). 
 
2. Theoretical framework   
In the following chapter, we present the theoretical frameworks we use in order to understand and get 
a perspective on audience research in accordance to the Rejsekort App campaign.  
 
2.1 Researching audiences: Reception analysis 
The focus of the reception analysis is on the concept of studying audience’s perception from the 
multiple readings embedded in the dimensions of audience perception of a media text. In the fol-
lowing section, the conceptual base for the reception research will be explained.  
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2.1.1 The encoding and decoding model 
Creating a conceptual base for reception research, Stuart Hall (1973) explains media texts as being 
polysemic and that dynamics of both the audiences and the senders encodes and decodes meanings 
in a message (Hall, 1973; Schrøder, 2000, 2014; Schrøder et al. 2003). Explaining the communica-
tion processes in accordance to coding, Hall conceptualize the dynamics of miscommunication:  
“The lack of fit between the codes has a great deal to do with the structural differences of relation 
and position between broadcasters and audiences, but it also has something to do with the asym-
metry between the codes of 'source' and 'receiver' at the moment of transformation into and out of 
the discursive form.” (Hall, 1973: 130).  
The essence of reading texts is that text has polysemic messages, which Kim Schrøder explains as 
“many potential meanings, or sense-making affordances, which have to be actualized by readers, 
whose different life histories and life circumstances have provided them with different communica-
tive repertoires” (Schrøder, 2014: 2). This view is adopted in this study. 
Hall distinguish between three types of reader positions towards a text: dominant, negotiated, and 
oppositional readings by which he explore the balance between the hegemonic power of the media 
in relation to the emancipatory potential of the readers (Hall, 1973; Schrøder, 2000, 2014, Schrøder 
et al. 2003).  
Based on certain social and cultural structures within the Danish public transport system and by cre-
ating the Rejsekort App campaign, we place ourselves in a certain ideology. In this study, we are 
trying to understand how the audience challenge the campaign and its ideology which is embedded 
in the Danish culture.   
However, Schrøder presents a reconceptualized reception analysis including a multi dimensional 
model, which shifts away from the idea that a media text itself is a “vehicle of dominant ideology 
and that it hegemonically strives to get readers to accept the existing social order” (Schrøder:2000, 
236; Hall, 1973) to a more polysemic reading that does not force an ideologically based interpreta-
tion. Instead Schrøder argues that there exists different readings on the denotative level, presenting 
different ways of comprehension, and additionally distinction between the reader’s subjectively ex-
perienced agreement or disagreement with the text explained as the ‘position’ (Hall, 1973; 
Schrøder, 2000, 2014; Schrøder et al. 2003). Nevertheless, the Rejsekort App campaign implies an 
ideological view, which influence the message, the campaign’s outcome, and the audience’s percep-
tions. 
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The following section will explain Kim Schrøder’s reconceptualization of Hall’s encoding/decoding 
model, presenting the multidimensional model.  
 
2.1.2 The multidimensional model 
Schrøder finds that a text can have more than one prefered reading based on different meanings and 
level of perception of a text, which are intertwined. To explain the nuances and dynamics of the au-
dience’s perceptions of the campaign, we challenge our intentions and seek to enlighten a range of 
readings according to the informants’ responses to find points in the campaign where polysemy can 
be evolved or reduced (Schrøder, 2000, 2014; Schrøder et al., 2013).  
The multidimensional model includes six dimensions of reception: Motivation, comprehension, dis-
crimination, position, implementation and evaluation (Schrøder, 2000). In this study, we use five of 
these dimensions in order to analyze the data from our focus group interview to explain their sys-
tems of reactions and what constitute their meaning production (Schrøder, 2000). 
 
 
 
Schrøder categorize the first four dimensions (motivation, comprehension, discrimination, position) 
as ‘reader’ dimensions. Schrøder conceptualize these four dimensions as interiour readings, in 
which informants’ subjectively experienced meanings are produced in specific situational contexts 
(Schrøder, 2000). As Schrøder’s model illustrates, the dimensions are processes that occurs simulta-
neously and which are influenced by the text and each other (Schrøder, 2000). The remaining two 
dimensions, evaluation and implementation, are those “in which the subjective meanings may be 
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rated by the analyst in light of their social significance, as they are situated in the socio-ideological 
formation and used as a resource for political action” (Schrøder, 2000: 243). In consideration of 
the six dimensions in relation to our interview data led us to focus on the informants’ interior read-
ings and perceptions of their possible actions in an imaginary situation of sharing the Rejsekort App 
campaign and using the Rejsekort App.  
In the analysis we seek to get an insight in the the audience’s motivation, comprehension, discrimi-
nation, position, and implementation and the way the dimensions dynamically intertwine. 
 The audience’s motivation to perceive a text in a certain way can be triggered by relational 
or personal relevance or a memory or identification. 
 The reception analysis then studies in which diverse ways that people comprehend the text. 
The comprehension is happening on a denotative and connotative level, and is seen in rela-
tion to the recipients interpretive communities. 
 Discrimination implies that the audience have a sense of whether the message fits the way it 
is presented, the media, and the situation. It seeks to explore the recipients critical distance 
and aesthetic discrimination of the message and its content.  
 The audience position themselves with a certain attitude towards the message that is pre-
sented.  
 The audience’s implementation of their perceptions of the message is seen in their actions. 
(Schrøder, 2000, 2014) 
 
The reception analysis allow us to investigate patterns the informants interiour readings and sense-
making of our communication product, the Rejsekort App campaign. The reception analysis will give 
us an insight of whether the video and the idea of the app is perceived positively or negatively by the 
audience. 
 
The following section will explain the uses and gratification approach, which we will apply in the 
analysis in order to get an insight of the audience’s perceptions of the outcomes of the Rejsekort App 
campaign. 
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2.2 Researching audiences: Uses and gratifications 
This study aims to explain a section of the audience’s perceptions of the video campaign by drawing 
on the uses and gratifications approach. This theoretical perspective focuses on the idea that the au-
dience are variably active in selecting and using media and media content given their personal and 
cultural motivations, satisfactions and needs. The basic assumptions of the uses and gratifications 
perspective are as follow: 
 Choices of media and contents are goal directed 
 The awareness of personal and social needs of media-use is linked together by the audience 
members themselves. 
 Gratification of fulfilling personal and social needs has a more fundamental role in media 
selection than culture and aesthetics 
 Different aspects of audiences’ stature are generally measurable (Katz et al., 1974: 511; 
McQuail, 2010: 424; Rubin, 2002; Windahl et al., 2009) 
Uses and gratification theorists Katz, Blumler and Gurevitch defines the studies of media selection 
and fundamental reasons for this behavior to concern with: 
“(1) the social and psychological origins of (2) needs, which generate (3) expectations of (4) the mass 
media or other sources, which lead to (5) differential patterns of media exposure (or engagement in 
other activities), resulting in (6) need gratifications and (7) other consequences, perhaps mostly un-
intended ones.” (Katz et al., 1974: 510). 
McQuail (2010) discusses both psychological and cultural perspectives on users and gratifications. 
Windahl et al. (2009) present a cognitive model, which illustrates that the audience’s needs are 
achieved from their general motivation in line with personal interests and culture and awareness of 
media information to fulfil satisfaction of usage or behavior. (Windahl et al., 2009: 201). 
McQuail states the audience's’ relation to the media as aiming to satisfy certain categories of needs: 
diversion, personal relationships, personal identity, and surveillance. (McQuail, 2010: 424; Windahl 
et al., 2009). 
Further explained by McQuail, McGuire characterizes the gratification needs from a psychological 
perspective, dividing between cognitive and affective basic needs and passive and active initiation, 
driven by external and internal goal directed behavior, which is orientated to maintain growth or 
stability (McQuail, 2010, 425; Windahl et al., 2009). 
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The achieved and perceived benefits of media search and use is explained through the expectancy-
value model of Gratification Sought (GS) and Gratification Obtained (GO). It illustrates that the au-
dience search for some sort of gratification through a media object, which lead to use of the chosen 
media, leading to specific perspective of the gratifications obtained (or not obtained). The level of 
perceived gratification according to the fulfilling of the sought gratification determine the audience 
evaluation and beliefs of the media object (McQuail, 2010). 
We implement uses and gratification theory to explain how the audience value different aspects of 
the video. We will by that get an insight of the audience’s motivation to have certain attitude towards 
the Rejsekort App. 
 
2.3 Spreadability and the bottom-up dynamics of viral videos: 
In order to get an insight into the strengths and weaknesses of the Rejsekort App video, we are in-
terested in investigating if the audience think the video and the idea that it presents has potential to 
be spread virally on social media and thereby reach our target audience. In order to do that, we in-
corporate perspectives on convergence culture, spreadability, and the bottom-up dynamics of viral 
videos. 
According to Jean Burgess (2008), ‘viral marketing’ and ‘viral video’ has become two related 
terms, because both terms constitutes the ‘bottom-up’ and ‘top-down’ dynamics that the internet has 
created (Burgess, 2008; Burgess & Green, 2009). We understand this dynamic as consisting of a 
powerful audience of social media users, which actions are uncontrollable and impossible to deter-
mine in advance (Burgess, 2008).   
The ‘viral video’ can be used as an instrumental purpose, which describes the phenomenon in which 
video-clips become highly popular through rapid, user-led distribution via the internet, and reaches 
a digital word-of-mouth effect (Burgess, 2008; Jenkins, 2007). 
We have distributed the interactive video of the Rejsekort App on YouTube, because Burgess ar-
gues that YouTube is in itself “a social network site; one which videos (rather than ‘friending’) are 
the primary medium of social connection between participants” (Burgess, 2008:2). According to 
Burgess, it is possible to use the ‘viral video’ phenomenon as an instrumental purpose, which is 
what we aim to do with this video in order to spread the idea of the app and thereby obtain attention 
and feedback. 
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According to Henry Jenkins (2007), a campaign’s spreadability is more valuable than the content 
itself: “It is through this process of spreading that the content gains greater resonance in the cul-
ture, taking on new meanings, finding new audiences, attracting new markets, and generating new 
values” (Jenkins, 2007: ll. 73-74). Jenkins also states the necessity of coherence in viral videos and 
viral marketing, which determines a campaign’s spreadability. He explains that on the other hand, if 
a video or campaign gives the audience mixed messages, the campaign is likely to decay. As he 
states: “if it doesn’t spread, it’s dead” (Jenkins, 2007, l. 77).  
Based on the study of various viral hits, Burgess argue that there is a lot more going on in the viral 
video phenomenon than information, and that viral videos have “textual hooks or key signifiers, 
which cannot be identified in advance” (Burgess, 2008:5).  
Furthermore, Burgess argues that the situations shown in viral videos are often situated in everyday 
mundane activities, which is also the case in the Rejsekort App campaign, which shows boredom, 
entertainment, sexual attraction, friendship, and social media use (Burgess, 2008). In relation to the 
storyline of the campaign, the video engage the audience in participating to enable narrative pro-
gression as a way of storytelling (King & Krzywinska, 2006). Through the video’s interactivity, the 
audience cannot change the video, but can participate to choose already-made endings of the video. 
This participation in generated from the video’s gamified function, where the content is experienced 
from playing rather than watching, to set the audience in a position as free spectators to be mobi-
lized and involved (King & Krzywinska, 2006). 
Our campaign aims to go viral based on the flow of various contents and genres that converge 
within and various the media platforms. Jenkins characterize this phenomenon as convergence cul-
ture (Jenkins, 2006). In relation to Jenkins conceptualization of convergence culture, our aim is to 
investigate if the video has potential to be spread across multiple platforms that allows video-shar-
ing (Burgess, 2008; Dijck, 2013b; Jenkins, 2007). 
Meanwhile, José van Dijck (2013b) stresses the importance of “YouTube’s hierarchical ordering of 
users into producers and consumers, stars and fans” (Dijck, 2013b, 117). Despite the convergence 
culture, the power structures of the internet is still an element of consideration when discussing the 
spreadability of videos on YouTube and other social media (Dijck, 2013b). Stating that the connec-
tion between user-generated content and producer-generated content is valuable for marketers, the 
economy of YouTube and equivalent platforms is a matter of popularity, image, power, and reach 
(Burgess, 2008; Burgess &  Green, 2009; Dijck, 2013b). In the Rejsekort App campaign, the sender 
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has an economical interest and benefit in reaching the users to voluntarily spread advertisement 
content. 
We draw on these theoretical perspectives on spreadability, convergence and media structure in our 
analysis, in order to investigate if the audience perceive the campaign as a video that could become 
viral or decay. We aim to understand whether or not our audience are motivated to share the Rejsek-
ort App campaign. 
In order to illuminate the audience’s understanding of the social connections in the Danish transport 
system, we are presenting a theoretical framework which the analysis of that theme is based on in the 
following section.  
 
2.4 New media and the change in social connections  
Nancy Baym (2010) is in her theoretical framework providing a discussion of the new digital me-
dia’s impact on interpersonal and societal relationships.  
One of  the principal understandings that our study aligns with, is that new digital media are 
“changing social connections” (Baym, 2010: 1; Dijck, 2013a:5-7). Our study aims to investigate 
how the audience perceive the social connections in the public transport and how they respond to 
the Rejsekort App in relation to that aspect.  
Baym is working with seven key concepts, which are interactivity, temporal structure, social cues, 
storage, replicability, reach and mobility (Baym, 2010: 7). Playing the major role in the idea behind 
Rejsekort App, we will focus on social cues and interactivity in the analysis. Social cues can be de-
scribed as particles that provides information about context, the meaning of messages, and the iden-
tities of the people interacting (Baym, 2010:3). The level of social cues found in digital communica-
tion depends on the media channel’s richness, which is based on four criteria: “the speed of feed-
back, the ability to communicate multiple cues, its use of natural language rather than numbers, 
and its ability to readily convey feelings and emotions” (Baym, 2010:53). We perceive the Rejsek-
ort App as a relatively lean medium, because the social cues only consist of pictures and text, and 
there is no user profile with additional information about the users (Baym, 2010).  
Baym found that communication technologies does not make people less face to face communica-
tive with others, and that media use and face to face communication were positively correlated 
(Baym, 2010:140-141). Baym conducted one of her studies on a large group of students at a univer-
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sity, and findings showed that “the more students reported using the internet to maintain their so-
cial relationships, the more likely they were to use face to face conversations, telephone calls, and 
mail” (Baym, 2010:141). In our study, we do also seek to demonstrate this correlation. 
Baym perceives social media platforms as places where “relational creation and maintenance” is 
possible and practiced (Baym, 2010:148), because the internet has a broad reach of possibilities 
(Baym, 2010).  Social media platforms are perceived as places where weak tie relationships are 
practiced, and that internet in general enables people to have more specialized and recurrent con-
tacts with more people (Baym, 2010; Dijk, 2013a). 
These perspectives can give us an insight in the technology’s impact on socialization in mundane 
situations, which is one of the themes that this study seeks to illuminate. 
 
We have currently presented the theoretical framework that the analysis of this study is based on. In 
the following chapter, we will explain the methodological approach, in which we emphasize the sci-
entific foundations of the applied theories, our methodological framework, and the qualities of 
them. 
 
3. Methodology 
In this study, we investigate the target group’s perception of the Rejsekort App campaign through a 
convergence between qualitative and supporting quantitative data. 
By using exploratory approach to mixed methods, we investigate the pattern of connections and va-
riety in the audience’s attitudes towards public transport by a quantitative approach. We then inves-
tigate the audience’s sense- and meaning-making, behavior, and perceptions of the video presentation 
of the Rejsekort App and the app’s functions in general through a qualitative approach (Bjørner, 2015; 
Deacon et al., 2007; Halkier, 2008; Jensen, 2002; Kvale & Brinkmann, 2009; Schrøder et al., 2003). 
In order to make analytical generalizations on the basis of qualitative data, we have to clarify our 
methodological choices (Halkier, 2003, 2008; Jensen, 2002; Kvale & Brinkmann, 2009). This clari-
fication will be found in the following section. 
 
The theoretical framework of this study is taking a mixed methods approach, by drawing on three 
traditions. 
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Firstly, we are drawing on the socio-psychological tradition by explaining the informants individual 
motives for their attitudes and behavior by reception analysis, and furthermore, their satisfactions and 
needs with the uses and gratification theory. Communication theorized in this tradition explain causes 
and effects of social behavior, and is a process in which the behavior of humans expresses psycho-
logical mechanisms (Craig, 1999:143; Griffin, 2009).  
Secondly, we are drawing on the sociocultural tradition by analyzing the informants’ utterances about 
their perceptions of social connections and interactions seen from a sociocultural perspective (Craig, 
1999:145+146; Griffin, 2009). 
Thirdly, we are drawing on the semiotic tradition by studying the informants’ intersubjective coding 
and meaning making of the campaign and the app in itself (Craig, 1999:136-137, Griffin, 2009).   
 
We perceive these theoretical approaches as valid in this research field, and we think that the sampling 
of informants matches the theoretical framework. 
 
The following section will describe our reflections upon the sampling of the informants in the inter-
view and our thoughts behind the interview process. 
 
3.1 Focus group interview 
When carrying out the qualitative fieldwork, we want to investigate the target group’s behavior and 
perceptions in a forum, where meaning can be negotiated and exchanged. For this reason, we chose 
to conduct a focus group interview. The purpose of this method is to enlighten different perceptions 
and sense-makings and not a coherent answer. Based on our socio-psychological approach, we as-
sume that our target audience has different perceptions of the app and the way the video presents it 
and we aim to clarify this complexity of diverse meanings (Halkier, 2008: 13; Kvale & Brinkmann, 
2009). 
The focus group interview was carried out in Copenhagen in a private apartment in a relaxed and 
informal atmosphere (Halkier, 2008; Schrøder et al., 2003). We recorded the interview by voice and 
video, in order to facilitate an easy transcription. The informants were anonymous. 
 
We formed the focus group as a “researcher-constituted” group consisting of informants we selected 
and brought together (Deacon et al.:2007, 68), who were a part of the target group (three danes and 
one international student). All informants have smartphones and utilize it among other purposes for 
Communications Studies Semester Project, Fall 2015 
Freja Emilie Møller Andersen, Ida Nicole Mølgaard, Diego Sastre Calvo 
Page 18 of 38 
social media. Our informants have variating use of public transport: some are commuters and some 
travel weekly or monthly. The focus group represents both genders and ages between 21-23 years 
(Halkier, 2008; Schrøder et al., 2003). 
In order to understand the complexity and the context of the informant’s utterances and comments, 
we find it important to briefly describe their backgrounds: 
 Lucas: This informant is Danish and his primary occupation is working as a waiter. He is 
using public transport weekly, and he uses his smartphone frequently on his trips for music 
and games. 
 Danny: This informant is Danish and his primary occupation is studying social sciences. He 
use public transport weekly from Copenhagen to Trekroner st. He is a heavy user of his 
smartphone especially for watching YouTube-videos. 
 Domenic: This informant is a Spanish exchange student and his primary occupation is stud-
ying biology. During his first month in Denmark he was living in Copenhagen and he went to 
Roskilde University every day. Now he lives in Trekroner, and he travels to Copenhagen on 
a weekly basis. He is a uses his smartphone during his trips, mainly for social media and to 
gather information in general. 
 Fie: This informant is a Danish student and her primary occupation is studying film and media 
sciences. She rarely use public transport, and when she does, she rarely use her smartphone.  
 
In our focus group interviews, the informants are negotiating and developing meaning through inter-
action, which we see as both a strength and a weakness of this interview method. On the one hand, 
we see the variation and contradictions, which the interview presents, as validating our study. The 
goal is to illustrate different interpretations and attitudes towards our campaign. We adopt the social 
constructivist approach to epistemology and see truth as creations, considerations, negotiations, and 
reconstructions of meaning through interaction (Halkier, 2003, 2008; Jensen, 2002; Kvale & Brink-
mann, 2009; Ragans-Sonne, 2012). Regarding our thoughts of generalization in that sense, we ana-
lyze how something becomes discursively constructed as real among the informants, and on the basis 
of that the generalization is made (Halkier, 2003, 2008; Kvale & Brinkmann, 2009).  
A concern regarding the informant's truthfulness in their utterings is that “no question is asked in a 
social vacuum”, which means that the informant’s responses tends to fit into positions which they 
perceive is socially acceptable in the group (Deacon et. al:2007, 64). In order to cope with this be-
havior, we made a part of the interview question into an exercise where the informants was forced to 
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pick screenshots from the video that they found good and poor. During this exercise, an interesting 
example regarding that potential issue occurred, where an informant is forced to pick a screenshot 
that he dislike: “About the video, I’m not really into video, I study completely different things, and 
it's only my personal impression about the (…) I don’t know, it's just my impression, I’m not an expert 
but..” (int. l. 143). This quote shows that the informant might find it awkward or intimidating to 
criticize the video while we, as the producers are present. In fact an informant directly mention that 
“(..) it's very hard for people to criticize your project if they are sitting in front of while they have to 
do it” (int. l. 146). This aligns with the concerns of Deacon et al. and Halkier, which we are aware of 
in the analysis. 
  
Regarding the transcription of the interview, it has been through an analytical process, which means 
that it loses information of the interview, but instead has a coherent and uninterrupted text, which 
eases the analysis process (Halkier, 2008; Kvale & Brinkmann, 2009; Schrøder et al., 2003). 
Through categorizing and condensing the perceptions and attitudes, which the informants stated in 
the interview in order to show consistent patterns. The analysis brings forward patterns and contra-
dictions in the individual statements and compare them in the general perceptions from the interview. 
Through the analysis, we compare, explain and criticize the patterns and stated attitudes towards the 
Rejsekort App campaign and the concept of it (Halkier, 2008; Kvale & Brinkmann, 2009; Schrøder 
et al., 2003). 
 
The following section will explain our reflections upon the choice of using a quantitative approach in 
order to get an overview as a general base of our assumptions. 
 
3.2 Survey 
We created and carried out a survey, where we quantitatively investigated the respondents overall 
patterns of use of public transportation in Denmark, and if they use a smartphone in order to entertain 
themselves during their trips.   
We created seven questions, which can be found in the appendix (Appendix 2; User Experience, 
2009). In contrast to spread out the survey only on for instance Facebook, we chose Copenhagen 
Central Station as the location because we were interested in respondents with diverse travel-habits 
and we were interested in reaching a broad section of people.  
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We did also spread the survey online, where we additionally had a comment box where the respond-
ents commented on their ideas or limitations to the app (Bjørner 2015; Jensen, 2002; Schrøder et al., 
2003). 
Our survey has 300 respondents that are divided into three groups : 
 
1. Personal survey at Copenhagen Central Station: We had an official allowance from DSB to 
carry out the survey by asking questions to the travellers who waited at the station. 
2. Online survey to RUC students: we send the survey by mail to RUC students in the commu-
nication department. 
3. Online survey in our social networks: We send out an invitation to answer the survey on our 
own Facebook-walls, and requested people to answer and share the survey. 
To introduce the analysis, we argue how the Danish public transportation system and the travelers’ 
use of smartphones can create an entry point to introduce a social media app. Additionally, it shows 
the respondent’s immediate attitudes towards a social app and the age and behavioral patterns for 
their responses. 
 
4. Analysis 
The following chapter presents this study’s analysis, in which we are drawing on both reception the-
ories and field specific theories in order to get an insight to this study’s research question and sub 
questions. 
 
4.1 The target audience’s use of public transport and technology 
In the following section, we present our findings from the surveys, which are the empirical base that 
supports our assumptions of the Danish travelers’ use of technology during public transport, by 
which we created the Rejsekort App campaign. This section presents an outline of the patterns in 
the survey data, which is presented throughout in the appendix (Appendix 2). 
By a total of 300 respondents, our study first and foremost show that 89 percent of the respondents 
have a smartphone/tablet and use it while they use public transport (Appendix 2). 
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The surveys show that the respondents’ average travel time is between 0-1 hours, which is common 
by 73 percent of respondents. Furthermore, 
it shows that respondents travel daily (41 
percent) or weekly (35 percent) (Appendix 
2). This illustrates a possibility for the Re-
jsekort App in the light of the fact that 
travelers are frequently, more than once a 
week, in the same time and place. 
The respondents’ attitude towards “a social media app, where you can communicate and play 
games with other travellers in the train via your smartphone/tablet” was varying, but predomi-
nantly negative. The average shows that 21 percent are immediate positive and 60 percent immedi-
ate negative response. Especially RUC students were positioned negative towards the idea of the 
social app, and 12 percent had positive attitude (Appendix 2, B). To explain that, the Rejsekort App 
was not intended to ‘fit every traveler’s needs’ on the contrary it is a tool for the younger travelers, 
who are passively interested in interacting and communicating with other travelers. 
Representative for the three surveys, the diagrams of the survey on Copenhagen Central Station il-
lustrate the age grouping of the respondents that are positive (left) or negative (right) towards a so-
cial media app: 
The Rejsekort App cam-
paign targets the younger 
generation based on the 
assumption that they are 
more likely to accept the 
concept of a social media 
app. The diagrams show 
that it is essentially re-
spondents between 18-25 
years and next to no respondents above the age of 45, who are willing to immediately accept tech-
nology to connect to and interact with strangers. Additionally, the declining respondents has a much 
wider age grouping (Appendix 2). 
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Representative for the three surveys, the diagram from the survey in our Facebook-network illus-
trates for which purposes the respondents with positive position toward a social train app, use their 
smartphones when they travel (Appendix 2:C). 
Mainly, the positive respondents have an exten-
sive use of varying technology products, includ-
ing social media, music, games, and other 
sources of entertainment. This explains that the 
respondents are already ‘heavy users’ of media 
offers, which can have an influence on their 
likeliness to perceive the app in a positive way (Appendix 2). 
Following comments-positions and counter positions are an extract from the repeating views pre-
sented in the data: 
 Entertaining to listen to other’s music and be inspired. Oppositional: sharing and listening to 
other’s music is surveillance, pushy and exposing people. 
 Information of travels and delays are the only necessities. Transport time should not be 
filled out by technology. Enjoy privacy in trains. 
 Play games because of entertainment and a way to get to know other travelers. Opposition: 
the game should be anonymous because it would be socially awkward to meet a person you 
just played with. 
 Chat function should have a dating possibility (Appendix 2: B,C) 
 
With these understandings and ideas of an innovation of the Rejsekort App, we see both a general 
interest in different aspects of the app and a potential in order to take advantage of the time which 
the travelers already spend in public transport. 
 
The following section will contain the first part of the reception study. Firstly, a categorization of the 
informants utterances will be found, and secondly an in-depth analysis of the significant statements 
will be found. 
 
4.2 Audience’s receptions of RejsekortApp campaign. 
Through reading and analyzing of the interview data, we condensed and categorized the informants’ 
statements by use of the multi dimensional model to create an outline, which illustrates highlights 
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of the audience’s perceptions of the campaign, and will be explained in the table in the appendix 
(Appendix 3) 
 
As presented in the table, it is clear that the informants are motivated differently to perceive the Re-
jsekort App campaign in a certain way, because they come from different cultural and social back-
grounds with different mindsets and experiences. 
Additionally, the informant’s beforehand motivation prior to the beginning of the interview, also 
determines their attitude and utterances about the Rejsekort App in order to be more or less "moti-
vated" to consume the information. For instance, none of the informants knew each other, but they 
all knew at least one of the group members, who participated in the video and was in the same room 
during the interview. In fact, because of this personal relation, the informants also knew that the 
video was not an actual campaign, but a product that their friends made during their education. This 
could motivate the informants to be “more positive” (Int., 261, Fie) “Or polite” (Int., 262, Lucas). 
 
The informants’ attitudes were generally positive concerning the app and the concept, but negative 
concerning the way the video presented the app and situations and its advertising-genre, which will 
be explained in depth in the following section. 
 
According to the informants, they comprehended that the main message of the campaign was to so-
cialize with strangers when traveling by public transport, and furthermore, that the Rejsekort App 
could function as a tool. 
Lucas describes the ability to choose as an outcome of the app: “What I liked about the app part is 
the opportunities, the different things you could do with it to socialize or just be yourself” (Int., 147, 
Lucas). The informant expresses a positive attitude towards the options of the app and relates that to 
a personal interest in selecting alternatives in interaction. Prior to this, he anticipates his possible 
use (implementation) of Rejsekort App’s game function, because of reminiscence of playing games 
with strangers: “I could see myself playing with random people. Because I do that in the movies 
[…] I come early to play this drinking game, to beat people.” (Int., 115, Lucas). Lucas can identify 
his experience with the situation in the game-video, which motivates his positive attitude towards 
the game-function. 
Danny describes his positive attitude towards the concept of Rejsekort App: “where it says #more 
than just a ticket. I really like the concept and I think it’s a great idea to make the transportation in 
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Denmark more social. I can see a lot of benefits in doing that.” (Int., 144, Danny). Danny is moti-
vated by the innovation of the concept and he identifies the social structure to be an issue for im-
provement. In relation to the social element, he is not motivated to implement use of the app’s chat-
function: “one thing that would keep me from doing it was, I'm not even kidding, if there wasn’t like 
a rating system and I couldn’t see what was about this person, I would never do it” (129, Danny). 
He expresses remembrance of several reminiscences of uncomfortable interactions in the public en-
vironment. His experiences motivates negative attitude towards the Rejsekort app as it is currently 
developed. 
 
Along with the other informants, Dominic experiences the Rejsekort App as a ‘connector’ and a 
tool to engage in interaction as a sort of ‘ice-breaker’: “So with this app, you would know if the peo-
ple are “hey okay. Let's talk about something”. That’s something that connects people and that’s 
nice” (Int., 126, Dominic). Dominic’s positive attitude towards the Rejsekort App campaign is mo-
tivated by his personal interest in the social issue that the European social atmosphere is reticent. 
Additionally, he explain his motivation to understand this as a social problem because of his cul-
tural background: “I really miss that in Europe. To meet new people and like just small talk” (Int., 
155, Dominic). 
 
Fie explains her positive attitude towards the app as a tool to establish friendship: “something I liked 
about the app. It's two girls drinking coffee together, because I think it's... the idea of people meet-
ing and getting to know each other and becoming friends, I really like that idea. I don’t know if it's 
realistic, but I like it, it would be really cool. If it would work” (Int., 141, Fie). Fie points out the 
idealistic scenario shown in the video of two girls becoming friends through the app, but also points 
that it is unrealistic. Furthermore, in relation to the cultural aspect enlightened by Dominic, Fie ar-
gues of her resistance towards actually using the app: “It is difficult because I’m also a Danish kind 
of person, you know, not talking to people around.” (Int., 160, Fie). As she explains, her potential 
withdrawal is based on her cultural norms and habits. 
 
Despite the informants’ positive views of the Rejsekort App campaign, they were critical towards 
the format of the video and presentation of the app. 
On the one hand, the informants describe the atmosphere in the video positively: “I liked the atmos-
phere in the movie. Its calm with a sense of humor to it, and you get this sort of nice feeling, which I 
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think is intentionally” (Int., 147, Lucas). Fie argues on the positive effect of the humor in the video: 
“I chose the picture where the sound changed and we suddenly saw you from the other side of the 
station and suddenly we didn’t hear the music anymore. That was a fun effect” (Int., 143, Fie). 
Dominic also agrees that the video’s use of humor motivates their interest and focus. 
The informants stated that their perception of the kind atmosphere originates from the soundtracks 
of the videos: 
“I just realised what feeling and where I knew it from. Have any of you ever been playing Sims?” 
(Int., 202, Lucas). “I was thinking about it! The kind of music has this ‘ding, ding, ding’” (Int., 203, 
Fie). “That was kind of the feeling I got. The kind of freedom feeling.” (Int., 204, Lucas) 
Both informants are motivated by the reminiscence of a childhood game, which creates positive 
connotations towards the video. From their point of view, the music motivates a feeling of freedom, 
amusement and playfulness, which are perceived as positive elements for them. Meanwhile, Domi-
nic did not know the Sims-game and did not recognize the similar music-elements, which testifies 
that the informants were motivated differently by visual, audio, and textual elements. 
 
The informants described the humor and kind atmosphere as a hook, as well as the identification of 
the situations in the video to their real life experiences. 
The informants’ referred their attitude towards the video according to situations in the video. 
Firstly, Lucas explains that he would play games, but he argues critical position towards dancing 
with strangers: “I don’t think I would dance, that’s strange” (68, Lucas). He points out that the situ-
ation of two strangers dancing together is unrealistic. The same idealistic situations as explained by 
Fie of the instant friendship between two girls. 
 
Questioning the situation in the video, where the Rejsekort is put onto and activated by the phone, 
Lucas argues that he understood that the user would be able to check-in through the app, and not 
activate the app: “I need to get one thing straight first, would you be able to check-in through the 
phone?” (58, Lucas). The video showed an unrecognizable situation, which led to confusion about 
the functions of the app. 
Additionally, Fie knew that Ida and Freya were friends in real life, and therefore, thought of the sit-
uation where the two girls meet and politely shake hands as an unnatural situation between two 
friends. When we explained that we were supposed to be strangers, Fie understood the situation, but 
was critical towards the presentation: “I didn’t understand the fact that you didn’t know each other, 
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and that gave me a weird impression of the whole situation.” (141, Fie). She preferred a more clear 
distinction between the two individuals to emphasize the fact that they were strange to each other. 
Generally, the video did not succeed in presenting the app as it intended, which Dominic explains: 
“In general, I had the impression that maybe the whole thing about the app was not like very very 
explicit, about what you can do and stuff like that.” (Int., 143, Dominic). An explicit presentation of 
the functions of the app was an element that was requested by all the informants. 
Motivated from a personal interest of only being exposed to information that are relevant to them-
selves, especially Danny and Lucas argued that the video was too long and complicated by the in-
teractivity in order to function as a commercial. Lucas states: “Do something that has this funny 
touch to it like the rest of the video, because that would keep me kind of interested” (Int., 243, Lu-
cas). He explains his interest in watching the movie to be entertained, and therefore he request the 
video to be filled with more action and humor. 
The same goes for Danny, who states that the video is too long with too little action, which does not 
catch his attention (Int., 197, Danny). He is motivated from a personal interest in being entertained 
and not wasting time, and therefore he positioned himself negatively towards watching an advertise-
ment that he did not seek. 
To conclude, the informants found the effects and actions in the video insufficient in relation to the 
video’s genre and the perceived outcome for the sender. 
 
The next section will explain the informants perceptions of the spreadability-factor of this cam-
paign, which is derived from our interest in illuminating if this campaign has potential to be spread 
virally or not.   
 
4.3 Reach and spreadability on social media 
An interest in this study is to investigate if our audience perceive the Rejsekort App campaign as 
having spreadability. The following section seeks to investigate the audience’s motivation to share 
the Rejsekort App campaign, which firstly depends on their general sharing habits and secondly of 
their perceptions of the campaign. During the interview, it showed that some aspect of our cam-
paign has potential to be spread, however, the multiple goals of the video queered its own pitch by 
its mixed messages. 
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The informants generally stated that they seldom shared links or videos on Facebook or other social 
medias that they use. This can be seen as an error in our selection of interview informants, because 
we did not have an informant that usually shared videos on his/her social media profile.  
Firstly, the video was incapable of delivering a format and genre that the informants consider 
spreadable: “People don’t really share a commercial. It is not a kind of thing that you share. So the 
fact that we would not share it is not because we don’t like the concept, but because it is not a thing 
that is obvious to share I guess” (Int., 234, Fie). Based on the informant’s understanding of the Re-
jsekort App campaign as an advertisement and therefore, she explains that people do not share vid-
eos that has the genre and style of a commercial. As Danny describes: “I am not going out and be a 
free commercial machine for somebody” (Int., 233, Danny). There is a consensus between the in-
formants that advertisements in general are not shareable. This can be explained by the hierarchy of 
YouTube, and social media in general, where the producers and brands have more popularity and 
therefore more power. Danny expresses that he “would never click on sub-links to watch more com-
mercials.” (Int., 197, Danny). To explain that, the informants do not see commercials as beneficial 
for themselves, but opposing as benefiting a brand or product. This explains the power structure 
within the social media platform YouTube, because they would not voluntarily participate in shar-
ing advertisement if it has no benefit for themselves. 
This can be supported by the informants’ attitude towards the video as a school project, which is il-
lustrated by following quotes:  
“Dammit. I was going to say if there came out an app like this and you were creating that, I 
would share it” (Int., 265, Danny) 
“Yeah, like support-share” (Int., 266, Lucas) 
The informant would not be likely to share the video as an advertisement, but if it was a school-pro-
ject-video, then they would share it to show support to their friends. In this case, both sender and 
sharer would be the same place in the hierarchy. 
Secondly and in addition to the sub-links, the informants perceptions of the videos’ interactivity 
was that it was a good feature, but that it would not benefit an advertisement: “But if I was sitting on 
my phone and I search for something, and I really want to see this and then this commercial comes 
on from Rejsekort. And if you actually got me to watch the commercial you will never get me to 
start clicking and watch more commercials.” (Int., 197, Danny). Another informant agree that the 
interactivity and participation-effect would not function in a commercial (Int., 201, Fie). Again, the 
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informant expresses a need for a hook in the video, but the interactive choices and thereby gamifi-
cation of the video does not fit into the genre of advertisement. 
 
Thirdly, the informants explained the campaigns concept as a hook that could generate spreadabil-
ity: 
 “I would write that the concept is really cool, and look at this because we should be more 
aware of each other when we are on the train“ (Int., 217, Fie) 
 “I like the idea of being more social on trains, that would make me share it” (Int.,221, 
Danny) 
 “I rarely share anything. The only things I share is when I see something I think is game 
changing, which would be Ted-talks or something really motivational” (Int., 214, Lucas). In 
later discussion about the Rejsekort App, he added: “It has potential like Ted-talks” (Int., 
219, Lucas) 
The informants views of the Rejsekort App campaign’s spreadability-factor is derived from the 
campaign’s messages. The innovation of social change in everyday mundane routines catches the 
audience’s attention in order to perceive the campaign as spreadable. Three informants express that 
they would rather share this video that a music video. One informant explains the Rejsekort App as 
meeting his own needs and therefore made for himself as a customer. They perceive the app posi-
tively, because of its “kind sense” and the social concept behind it (Int., 178, Lucas).  
 
Fourthly, the informants explained that they would rather share the video because of its connected-
ness across multiple media platforms:  “When you were drawing a wizard, maybe if you could not 
only share it on your Rejsekort App, you could also send it over Snapchat and you could connect 
with your friends on Facebook through the app” (Int., 244, Danny). Describing that the spreadabil-
ity of the Rejsekort App can be found in convergence and connecting the app to other digital media 
and therefore be visible and spread to the audience. 
 
Concluding, the informants’ statements leads to a discussion of the unintended incoherence of the 
videos’ genre, style, and content. The format of the Rejsekort App campaign created confusion, and 
the audience placed the campaign in a grey zone between a brand-advertisement opposing to a cam-
paign with a social message. This gives the audience varying hooks of interest, but it results in dif-
ferent readings of the aspects of the video, which gives the audience mixed signals and results in 
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confusion rather than encourage to share. Furthermore, the campaign has no replicable elements in 
it and signifiers to be redistributed, and therefore has an even more reduced chance of being spread 
by the audience. Nevertheless, there is always an uncertainty in the dynamics on digital media that 
makes it impossible to control whether or not the video will spread.  
 
The next section is drawing on an approach that seeks to investigate the informants gratification needs 
in accordance to the idea that the campaign presents. The section is divided into three themes, which 
are based on the needs we have identified in the informants utterances. 
 
4.4 Uses and gratifications of Rejsekort App 
 
The Rejsekort App campaign aims to make travellers reflect on a potential worthwhileness and en-
tertainment, need of diversion, and building new relations, need of personal relations, which is the 
goal of the Rejsekort App. In the following section, we analyze if the audience experienced the app 
as need-fulfilling, and which needs the app would or would not fulfil. 
 
4.4.1 Building up social relations 
The informants expressed an interest in reconstructing the social atmosphere in public train-travels 
and the interaction on a macro level, based on affective needs and active initiation to “re-socialise 
public transportation” (Int., 245, Danny). The motivation behind using the app is an external goal 
directed behavior, oriented towards growth in the mutual affiliation in the population. Fie expresses: 
“I think it would really improve everyone’s trip if people would use it actually to meet each other, 
and not just chat, but actually talk” (Int., 245, Fie). Both informants express that social relations are 
important on the cultural level and that the Rejsekort App provides a technological tool that can make 
it possible for travelers to establish new relations. This corresponds to basic need of personal rela-
tionships, whereto the informant perceive the gratifications obtained as knowing more people and 
changing the social and cultural structures in the Danish public transport system. However, Fie ex-
presses that the idea is idealistic and not a subject of realistic change (Int., 141, Fie). 
On the other hand, the two informants, Danny and Fie, agree that the gratification of personal rela-
tionships is not obtained by the app in its current state. 
From their personal experiences, they discuss that interaction often happens when it is “always a ho-
bo or an alcoholic speaking to you” (Int., 161, Danny). This testifies that the app has a disadvantage 
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in its openness and by embracing of all travelers, which has an influence on Danny’s evaluation of 
the app; if he cannot identify the person in the chat forum with a rate of approachability and niceness, 
then he would evaluate the app negatively and “would never do it” (Int., 129, Danny).  
Oppositional, another informant, Dominic, has a personal interest in talking to other people, solely 
for the benefit of having company for a short period, which he explains as being a cultural difference 
(Int., 155, Dominic). The informant’s motivation is based on affective needs and active initiation to 
generate new external relations, which can be explained by his lack of relations in Denmark, and his 
possible aim of creating a social network in Denmark. As he explains, the sought gratifications of 
“just small talk”(155, Dominic), can be obtained by the app, and furthermore, create longer lasting 
relations: “You take a picture together and meet new people and become friends on Facebook” (Int., 
143, Dominic). 
From a personal identity point of view, the informants, especially Danny and Lucas, also attach im-
portance to the ability to be able to choose whether they want to use the app in social interaction or 
want to be by themselves. Danny explains: 
“This would make it: you can choose now. You would be able to initially choose: do I feel like having 
contact or am I having a bad day and I just want to sit in my own little universe reading a book. It is 
a modern thing, this ability to be able to choose exactly when you want something. It is a good thing.” 
(Int., 161, Danny; 147, Lucas) 
Both informants are motivated to use the app, based on the thought that the app gives them a chance 
to be socializing with other people or to stay by themselves. This ability to choose how and when to 
interact with people on the train, gives individual freedom and eases the accessibility to the app. The 
app gratifies their need to socialize without unnecessary invasion of their private spaces or their wish 
to stay alone.  
 
To expand the idea of the Rejsekort App, one informant suggests incorporating a dating function 
within the app’s chat function to provide elements of a “Train-Tinder” (Int., 161, Danny). From his 
point of view, the dating service potentially gratify need of diversion, personal relation, and personal 
identity: “If it worked well I would go tell my boys ‘Hey man, do you see there is a new app, where 
you can go chat to girls in the train’. Makes it a lot worthwhile to go to Århus” (Int., 83+238, Danny). 
The informant elaborates on the accessibility and approachability of dating and meeting other people 
through a dating function. Consequently, the app has potential of effectivity, to gratify several needs, 
by the possible availability of an app as a tool to bring people together in the same the space and time, 
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which is already given by travelling in the trains. He describes the experience as “worthwhile”, if 
people engage in interaction. 
 
4.4.2 Entertainment and worthwhileness 
As mentioned in the paragraph above, the informants use their smartphone in the train for entertain-
ment-purposes, in order to get information, and simply to spend time.  
To some degree, they were all positive that they would use the Rejsekort App if it became available, 
and one of the reasons was that they perceived the possible outcome of using the app as obtaining 
gratification of entertainment. 
During the interview, the informants showed an implied normative understanding that taking the 
trains means spending much time on something undesirable and a consensus that this time needs to 
be filled out to experience worthwhileness, which the informants implied as desirable. As an inform-
ant describes it: “Because maybe people are bored on trips. So why not use time to connect?” (Int., 
128, Lucas).  
The informant share this consensus that during train travels there is a need to spend time sufficiently 
and a need to improve their time, which is a need that the informants explain that the Rejsekort App 
would satisfy to a lesser or greater extent. 
The informants expressed:  
“I think I would tell it to my friends, who I knew were travelling a lot […]. And maybe they are 
complaining about it and ‘you should try this app because then you can meet someone’” (Int., 237, 
Fie). “I mean, the trip takes around an hour, and I could use that time either to stare out of the window 
or to rehearse my lines” About the app: “I like it. I think it could improve my time” (Int., 19+149, 
Lucas) 
The informants are motivated by the app’s promise of filling in the time that they already spend during 
their train travels. They seek the gratification as an ‘escape’ from the time consuming  routines. 
 
4.4.3 Physical rewards 
Two of the informants directly state and explain their motivation to use an app or a game because of 
a direct physical reward. For instance, collecting points within a game to fulfil satisfaction of need 
for experiencing achievement. Furthermore, to compete against others or friends to get initial reward 
of winning a competition. 
To improve the app, Danny suggests: 
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“If you in the app got a calculator that calculated how much less CO2 you are omitting by taking the 
train than taking a car. […] Then your profile will say ‘I have saved so and so much global warming 
and particles and shit like that by taking the train’. [...] you can do a competition: who has saved the 
most?” (Int., 249+251, Danny). 
The informant expresses his motivation for using Rejsekort App as based on which rewards he would 
be able to obtain from the app. He would improve the app with a possibility of collecting points and 
do a competition based on these points, both as ways of entertaining himself, and interact with his 
friends, but also to fulfil need of personal identity and social recognition. 
Concluding, the informants’ needs of filling in time and entertain themselves during “really boring” 
train travels can also be seen as a need emerged from the digital culture that is closely related between 
time and space, and where new information is overloading people. The app “is something different” 
and relates to a need of being together in real life instead of virtual connections. The audience ex-
presses that they are motivated by their ability to choose the level of interaction, with whom, and by 
which channel they can complete this interaction. The app also have incompletions in case of lack of 
ability to know the different users from each other.  
 
In this section, we found that the informants expressed a need for more socialization and we also 
found that some of the informants mentioned that the Rejsekort App could be an invention that con-
nected people. 
 
4.5 The Rejsekort App’s influence on the social connections in public transport 
This part of the analysis seeks to investigate how the informants perceive social connections in public 
transport, and if the informants find the Rejsekort App relevant and useful in order to generate a more 
social atmosphere in the train. 
 
Initially, Fie expresses that she perceive the social connections in the public transport as something 
that has become unnatural in the Danish culture: “I think it is kind of sad that it needs to be an app 
that brings people together (..)” (Int.,156, Fie). In that quote Fie implies that she have an interest in 
connecting socially to other people, but she experiences a lack of tools and a challenge embedded in 
the Danish cultural practice. She has a negative perception of the tendency that social connection can 
only be solved through the use of technology.  Later on in the interview, she stated that “I think it 
would really improve everyone’s trip if people would use it (red. the app) actually to meet each other, 
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and not just chat, but actually talk. And then you would have something to talk about, like ‘are you 
also using this?’” (int., 156, Fie). This quote illustrates how Fie perceives a correlation between the 
chat-function and face to face communication. Fie sees a possibility in the chat- function in order to 
obtain face to face interactions, which she thinks would improve the experience of her train travel. 
 
Domenic mentioned as well that he miss more face to face interaction in his everyday life: .”I really 
miss that in Europe. To meet new people and like just small talk, (...) like you don’t have to be very 
good friends. I think it is also very healthy to talk to strangers. We all live in a world where you only 
talk to your friends and your family, teachers and work and that’s it. (..) I think it is like a good start 
to have meetings with strangers” (int. 155, Dominic). He positions himself positively towards the 
Rejsekort App’s possibility to create more face to face interaction, and he embraces the ‘weak tie’ 
relationships as a goal in itself implemented by regular small talk. He points that this is a necessary 
social change in the European culture. 
Related to the lack of face to face interaction, Danny adds a slightly oppositional perspective: “I think 
it is sad that we don’t speak to each other, but on the other hand, ah man, it fucking sucks when 
somebody gets over to you and just trying to have a conversation and you are doing something else” 
(Int., 161, Danny). According to his past experiences, Danny does not endorse the statement that 
everybody should interact and have weak tie relationships. Danny defines his need for interaction on 
the level of social cues given by the medium. He problematizes the amount of social cues that the 
chat-function provides, and express a need for more media richness as for instance a rating system: 
“if there wasn’t like a rating system and I couldn’t see what was about this person, I would never do 
it” (Int, 129, Danny).  This quote testifies that this informant need social cues of public identity in 
order to be willing to engage in a chat-dialogue or potential face to face interaction with an unknown 
person he met through the chat-function. Danny might fear that the lack of social cues would result 
in a context without social norms of behavior, which is something that does not collide with his own 
norms in this situation. He mentions as an example: “I would never do it, because there is always the 
chance that you, you know.. chatting, going over to this person, and then getting stuck with somebody 
who is really weird” (Int. 129, Danny). It emphasises that the informant perceives that the Rejsekort 
App is not providing sufficient social cues, which makes him unwilling chat with a stranger through 
the chat-function. 
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We have now presented the complete analysis, and that leads to a summarization of this audience 
study’s findings. The following section will contain a conclusion. 
 
5. Conclusion 
This conclusion contains an outline and discussion of our analysis results. At last, we reflect upon 
how our results can be implemented in further studies.  
 
One of the first noticeable findings in this audience research was that the informants in general ex-
pressed positive feelings towards the social concept of the Rejsekort App campaign. They understood 
the idea that the campaign sought to present, and a remarkable finding in relation to that was that the 
informants expressed a need on a macro level for more socialization in the social environment of 
public transportation in Denmark. They perceived the Rejsekort App as a tool in order to gratify and 
fulfill that need.  
 
Additionally, a result of our analysis was that the format and genre of video-campaign failed in order 
to be perceived as spreadable among the informants. The commercial message somehow undercut 
the message of ‘social change’ in the campaign, which resulted in a negative attitude towards sharing 
the video, because of its lack of equivalence between the format and genre. Another issue that we 
found about the format was the interactive feature, which we viewed would benefit the campaign on 
a participatory level, but instead was perceived as an element that did not fit into the genre by the 
informants.  
 
In relation to the video’s influence of the informants’ perceptions of the idea behind the Rejsekort 
App, an overall conclusion is that the informants were critical towards the format of the video and 
presentation of the app, but positive towards the atmosphere in the video. Reminiscences of for in-
stance childhood games and prior negative experiences of meeting with strangers in public transport 
played an important role in the informants perception of the idea behind the campaign. Furthermore, 
the informant’s cultural backgrounds and their associated understanding of social connections also 
played a major role in the informants perceptions. Some of the informants preferred, caused by the 
need for more social cues in the medium, not to meet with strangers during travels. Another informant 
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was open towards meeting with strangers, and in fact perceived is a ‘healthy’ practice that would 
benefit the Danish socialization culture. 
 
To develop further studies of the findings of the Rejsekort App campaign and the results of this au-
dience study, it is noticeable to go into depth with the role of the brand ‘Rejsekort’ and the campaign’s 
influence. During the production of the campaign, we were motivated by the campaign’s possibility 
to interfere with negative reputation and image that Rejsekort has in the Danish public discourse. 
Based on the negative image of Rejsekort, we find it relevant to transfer the campaign into the study 
field of crisis communication, and thereby study the campaign as an instrument that could illuminate 
the campaign’s possible effects in relation to the Rejsekort as a brand and public image. A potential 
frame of the study could be if this campaign and the concept it presents could have image-restoring 
effects on the Rejsekort, and if these could be used as strategic tools in order to create a more positive 
attitude towards Rejsekortet as a brand. 
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